In the 40 years since Philip Kotler wrote the first edition of Marketing Management: Analysis, Planning, and Control, he has authored more than 40 texts in the field of marketing, many of which are considered seminal classics. In this new book, Kotler has teamed up with two graduates of Northwestern University's MBA program: Joel Shalowitz, now director of Northwestern's Health Industry Management Program, and Robert J. Stevens, president of Health Centric Marketing and an adjunct faculty member at the School of Public Health at the University of North Carolina.
Through the years, Kotler's main message has been to move organizations from what he has called a sales orientation, or more recently a transaction orientation geared toward increasing sales, to a marketing orientation that is customer-centered or focused. The idea is that by truly understanding the customer's (or consumer's) needs, and then attempting to serve these needs, the organization will build longer-term relationships with customers and ultimately achieve greater success. This latest book conveys the same message, tailored to the health care environment: as a result of establishing positive relationships, the consumer will perceive value in an organization's products and services and be more likely to use them.
Indeed, the authors contend that perhaps the greatest challenge facing health care organizations today is to develop what they refer to as a ''value proposition'' for health care consumers and other stakeholders.
The book's four major sections present an overview of the health care system and the role of markets; theories behind decisionmaking and buyer behavior; basic marketing concepts and tools, such as segmentation, targeting, and positioning, and tools of the marketing mix; and approaches to organize, implement, and control marketing activities. The authors rely on William Kissick's concept of the ''iron triangle'' (cost, quality, and access) to explain the difficult choices facing the health care system; they note the fundamental importance of achieving a satisfactory balance among cost containment, quality, and access in establishing policy or making management decisions. The text includes a useful series of diagrams, developed by Shalowitz, which portray the complexity and interwoven character of the three legs of the triangle. These diagrams provide a clear introduction to the system for someone new to its study. Interestingly, the authors' take on the dilemma presented by the triangle is somewhat more dire than that of Kissick or other observers who claim it is possible to achieve excellence in any two legs of the triangle, but not three; the book argues that excellence can be achieved in only one.
In viewing health care programs and services as market offerings, the question of what determines and motivates the use of health care services-obviously a fundamen-tal issue for a health care marketer-is given a thorough treatment and includes an overview of several models (e.g., the Health Belief Model, the Stages of Change Theory, and the motivation theories of Freud and Maslow). Although the book provides a number of interesting examples of cultural differences among countries, its discussion of the impact of increasing cultural diversity in the United States is relatively modest.
The book's presentation of introductory marketing theory, concepts, and tools is based heavily upon Kotler's earlier work, updated to include current topics and focus on health care examples. This approach generally works well; however, readers familiar with the lead author's other work will not find much new material here. While its useful overview of marketing research presents a mechanism to obtain competitive intelligence, none of the marketing research topics is covered in depth, which is a necessity in a book of this type. The book does offer a helpful appendix of secondary data sources, including several Internet resources.
Readers are introduced to a rather traditional STP (segmentation-targeting-positioning) approach to marketing, and the information is laid out in a clear, logical manner; the section on segmentation is especially complete. Defining an appropriate marketing mix (product, price, place, and promotion) creates the framework for an effective marketing strategy. While this approach does not differ from that of other available marketing texts, the book does a very good job of providing contemporary health care examples through ''field notes.'' In addition, the discussions of product and service characteristics, branding, and communications techniques are particularly timely, including such topics as the use of podcasts and pop-up advertising.
The book is information rich and serves as a valuable guidebook to the world of marketing for the health care manager. At the same time, this richness creates the most consistently troubling aspect of the book. In many sections, the wealth of information is presented as a sort of checklist or outline with multiple layers. For example, the authors discuss the concept of achieving a strong competitive position by creating points of difference, and they offer nine possible attributes of product differentiation, six aspects of service differentiation, six aspects of personnel differentiation, three of channel (distribution) differentiation, and four of image differentiation. Hence, the reader is left with 28 factors to consider, many with subpoints! Overall, the book is a provocative, thorough, well-presented, and useful resource; at times, however, it is somewhat overwhelming. James B. Lewis, Sc.D. Associate Professor and Chairperson Department of Health Management and Policy University of New Hampshire, Durham
